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The Steps of The Steps of 
Campaign EffectsCampaign Effects

1 Exposure     1 Exposure     
2 Attention     2 Attention     
3 Liking, Interest     3 Liking, Interest     
4 Learning     4 Learning     
5 Skill Acquisition     5 Skill Acquisition     
6 Attitude change     6 Attitude change     
7 Memory Storage     7 Memory Storage     
8 Information Retrieval     8 Information Retrieval     
9 Decision, Motivation     9 Decision, Motivation     
10 Behavior     10 Behavior     
11 Reinforcement     11 Reinforcement     
12 Consolidation12 Consolidation



A case study: A case study: 
fear appealsfear appeals

Fear appeal challenges:Fear appeal challenges:

Assumes that people make Assumes that people make 
decisions logicallydecisions logically
May discount that some people May discount that some people 
predisposed to riskpredisposed to risk
Must overcome “relative Must overcome “relative 
optimistic bias”optimistic bias”
More effective with older More effective with older 
audiencesaudiences



So Why Use Them?So Why Use Them?

Reality of serious health threatsReality of serious health threats

Effective use can motivate Effective use can motivate 
changechange



Keys to Effective Use Keys to Effective Use 
(for any campaign strategy)(for any campaign strategy)

Understand target audienceUnderstand target audience

Clear messageClear message

Explicit, realistic and effective Explicit, realistic and effective 
recommendationrecommendation

Recommendation:Recommendation:

Weigh risks and benefits of  Weigh risks and benefits of  
different strategies different strategies 





Keys to understanding Keys to understanding 
the adolescentthe adolescent

Seeking their identities and Seeking their identities and 
social successsocial success
Want to be treated as Want to be treated as 
responsible for their own responsible for their own 
decisionsdecisions
Experimentation a normal part Experimentation a normal part 
of the growing processof the growing process
More interested in now than in More interested in now than in 
laterlater
More aware of, and more tuned More aware of, and more tuned 
into, media techniquesinto, media techniques
Not a monolithic groupNot a monolithic group



Summary of Principles Summary of Principles 
to Rememberto Remember

Target audienceTarget audience

Assume they’re not interestedAssume they’re not interested

Be realistic in your goalsBe realistic in your goals
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